Introduction
The Lifestyles of Health and Sustainable (LOHAS) consumers, who desire to lead sustainable lifestyle and fulfill their responsibility to help protect the environment, are a significant consumer segment for products and services focused on health, the environment, social justice, personal development, and sustainable living (Yeh and Chen 2011) . This specific segment consists of 30 % of the American, Japanese, and European populations representing an estimated $340 billion US market and a $546 billion market worldwide (Emerich 2000) . Comparable sustainable-oriented consumer segments such as Good Neighbors, Tree Huggers, and Eco-Village also facilitate diverse behaviors of energy saving, recycling, and green consumption beyond conventional behavioral boundaries (Barr and Gilg 2006) . Indeed, sustainable lifestyle societies have gained much attention from society as well as business because they motivate environmentally conscious consumerism, change consumers' lifestyle practices, and shift the profitdriven business paradigm toward a socially responsible orientation (Chapin et al. 2009 ).
By virtue of this orientation to sustainable, the fashion and textiles industry has begun to move towards the adoption of a sustainable business framework (Holgar et al. 2009 ). Recently, business stewardship, a sustainable business framework, aims at supporting humans' well-being and preventing harm effects on the environment (Chapin et al. 2009 ) by employing CSR drives and ecological labels and indices. Business stewardships of Edun, Stella McCartney, Katherine Hamnett, Noir, and American Apparel have increased public awareness (Holgar et al. 2009 ) based on their sustainable education and market positioning strategies. Corporate social responsibility (CSR) drives are an evocative business stewardship focusing on labor standards, human rights, and the environment (Husted and Allen 2000) . For instance, So-Me and EDUN raised awareness for the causes of solidarity and pacifism through their fashion products (Poldner 2010) . Business stewardship by means of eco-labeling/indices convey the specific information regarding the environmental impacts of a product (Bruce and Laroiya 2006) . H&M, Gap and Marks & Spencer have launched a universally-recognized product labeling which informs the environmental impact (DiCamillo 2009). However, these business efforts of business stewardship are often fragmented, and this leaves consumers and companies in doubt as to whether the current stewardship efforts are useful to society, business and consumers.
The environmental impact of the fashion industry has become increasingly detrimental as a result of an increased level of resource exploitation, pollution, and waste due to consumer demand for an accelerated cycle of new fashion (O'Cass 2004) . While fashion firms are adopting business stewardship practices, consumers seem to be lagging behind to adopt or change to sustainable lifestyle (Thørgerson and Crompton 2009 ). This reluctance of consumers raises questions about the effectiveness of current business stewardships. There is a clear need for additional research on consumer psychology and social acceptance in conjunction with business accountability to bridge the gap between business stewardship and consumer demand for this business effort (Kahle and Gurel-Atay 2013) .
Based on a theoretical investigation of values and lifestyle concepts beyond demographic and socio-economic characteristics, Mitchell (1983) describes consumer behavior variation in terms of the Values and Lifestyles Scale (VALS). In line with the VALS perspective (Mitchell 1983) , this study develops the "Sustainable VALS framework" by incorporating into it business stewardship efforts on the part of corporations. First, sustainable VALS makes the notion of sustainable value, which consists of social value and environmental value (Nordlund and Garvil 2002; Stern et al. 1993) . Sustainable values are clearly held by committed environmentalists who hold values emphasizing social unity more than personal wealth (Barr and Gilg 2006) . Second, lifestyle scale is extended to six practice domains in line with activities, interests, and opinion of fashion product consumption. Third, business stewardship is specified emphasizing the business effort for CSR drives and eco-label/index. Lastly, our study specifically aimed to explore sustainable lifestyle, values, and awareness of stewardship among college students because college students spend about $6 billion annually on clothing and footwear in the US, accounting for 10 % of their total purchases (Seckler 2005; Crane 2007 ). Furthermore, Yan and Chang (2008) placed an importance of college students' consumer socialization because classes and student organization memberships could possibly change college students' views of the environment and knowledge of environmentally friendly actions.
To gain theoretical and practical insights on sustainable VALS (value and lifestyle stewardship), this study explores the influences of sustainable values and business stewardship on consumer's sustainable lifestyle perception. The objectives of the study are:
(1) to identify the dimensionality of sustainable value, sustainable stewardship, and sustainable lifestyle practices from consumers' perspective; and (2) to examine the impacts of sustainable value and stewardship on sustainable lifestyle practices. Given the exponential growth of the sustainable phenomenon, comprehending the dynamics influencing lifestyle practices can empower marketers and researchers to devise effective marketing strategies and to identify practical applications for further research.
Literature review

Sustainable lifestyle practices
Lifestyle is related to the general attitudes associated with consumers' general activities, interest, and opinions (AIO) (Harcar and Kaynak 2007) . Lifestyle influences the purchase decision and consumption behavior, and relates to consumerism (Chu and Chan 2008) . Thus, lifestyle can be viewed as an interpretive framework for the construction of social reality (Yeh and Chen 2011) . Upon acquiring explicit knowledge of how specific activities affect society (Buenstorf and Cordes 2008) , consumers likely pursue behavior participations such as consuming green products, recycling, considering clothing care, and adopting eco-friendly behavior (McDonald and Oates 2006) . For instance, sustainable lifestyle societies, such as LOHAS, Good Neighbors, Tree Huggers, and Eco-Village, are actively engaged in a broad range of practices based on environmental considerations and seek to make these considerations apply as legitimate rules within the society (Spaargaren 2003) . These environmental engagements can be a motivator which results in moral obligation (Vining and Ebreo 1992) . Although many researchers propose holistic frameworks of sustainable behaviors, what determines the sustainable behaviors and how sustainable behaviors can be changed (Steg and Vlek 1997) are confounded. Consumer involvement in sustainable lifestyles is of particular interest in the clothing and textile industry because it might imply the need for changes in the business paradigm toward promoting sustainable consumption, purchasing, and disposing. Hence, this study reviews six sustainable lifestyle practices along with consumers' activities, interests, and opinion (hereafter AIO).
Green purchase intention
Green intention are aware of and interested in environmental issues (Soonthonsmai 2007) and further purchase products related to environmental friendly (Chan 2001) . Consumers purchase green textiles and clothes when their needs for performance, quality, convenience, and affordability are met and when they understand how a green product can help to solve environmental problems (Ottman 1992) . There is a belief that socially conscious consumers contribute to improving environmental quality by purchasing environmentally friendly green products (Abdul-Muhmin 2007) .
Recycling
Recycling, which turns waste materials and clothing into valuable resources, is a vital component of sustainable lifestyle (Morgan and Birtwistle 2009) . Recycling in the textile and clothing industry offers companies important benefits, particularly from an environmental viewpoint (Morgan and Birtwistle 2009). Newbery and Ghosh-Curling (2011) argue that consumers donate clothing and fashion items to protect the environment as well as to uphold their social and environmental values. These recycling practices stimulate manufacturers to increase supplies by producing high-quality recycled products. A study by Koch and Domina (1999) found that respondents chose most common options to recycle their clothing through organizations, such as Salvation Army and Goodwill, or passing on to family and friends. Koch and Domina (1999) asserted that altruistic concern (e.g. helping others and raising money for a cause) could be the primary motivation of donations among consumers. However, they also addressed lack of knowledge for textile and apparel products recycling could limit consumers to participate in recycling textile and apparel waste.
Clothing care
Clothing care perceives as one of the useful practices of sustainable lifestyle (Dickson et al. 2009 ). Consumer-uses, such as washing, and drying of T-shirts made from conventional cotton, waste more energy compared to the energy used during disposal and manufacturing (Dickson et al. 2009 ). Several studies argue that consumer product care consumes more energy than all other parts of clothing's life cycle (Spaargaren 2003) . However, consumers are unaware that water temperature has an environmental impact and think that washing machines need to be full of water to wash effectively (Newbery and Ghosh-Curling 2011). If company stewardship practices provide the relevant information by means of eco labels that reflect consumers' social and environmental values (Dickson et al. 2009 ), consumers should be willing to participate sustainable clothing care.
Eco-citizenship
Eco-citizenship is a shared personal commitment to sustainable (Dobson 2003; Seyfang 2006) which eludes the restrictive financial considerations commonly associated with efforts to reduce the impacts of consumption decisions. Researchers (Dobson 2003; Harcar and Kaynak 2007; Seyfang 2006) find that ecological citizens ascribe to a sense of environmental responsibility on a planetary scale which is adopted in their daily lives to reduce unjust impacts on others, for instance, by considering the implications of daily routine purchasing decisions and changing their behavior accordingly. Eco-citizenship is greatly affected by environmental consciousness and concern for the collective good, which become part of consumers' values in decision making and may cause consumers to positively respond to a company's stewardship efforts (Fraj and Martinez 2006) .
Fair trade
Fair trade is defined as trading partnerships that aim to achieve the sustainable development of disadvantaged producers in the Third World (Krier 2001) . Currently, as a result of marketing via many channels in various categories, fair trade products' sales have risen steadily throughout the world (Fairtrade Labelling Organizations International 2010). However, consumers perceive that the price of fair trade products is expensive while the quality and quantity of information on fair trade products are imperfect (De Pelsmacker et al. 2005) . As businesses and society make an effort to educate consumers about the impacts of fair trade practices and increase companies' stewardship efforts such as eco-labeling and CSR drives, consumers will modify their social and environmental values and encourage more fair trade practices (Krier 2001) .
Pro-environmentalism
Pro-environmentalism refers to sustainable opinion that is mainly determined by attitudinal variables including values, beliefs, and norms (Nordlund and Garvill 2002) . Proenvironmental consumers often concern about the environment, and verbally endorse most products that seek to conserve or improve environment (McDonald and Oates 2006) . Though, consumers are reluctant to share pro-environmentalism unless they hold the belief that consumers' efforts can make a difference to the environment (Pieters et al. 1998) . Apparently, pro-environmentalism focuses on opinion that contribute to consumers' moral obligation, values, and beliefs.
Sustainable value
Values are of particular interest because values may affect a wide spectrum of behavior (Seligman et al. 1996; Soyez 2012) , consumer decision processes (Vermeir and Verbeke 2006) , and attitudes, with diverse emotional intensity (Dietz et al. 2005) . Values can be categorized as social and environment values (Stern et al 1999; Thomson and Barton 1994; Van Vugt and Samuelson 1999) . Given individuals' relation to the natural environment and to society, many scholars (Karp 1996; Stern and Dietz 1994; Stern et al. 1995; Dietz et al. 2005; Steg and Vlek 2009 ) suggest a conception of sustainable value with an emphasis on the intrinsic nature of that value. Sustainable values are clearly held by committed environmentalists who hold values emphasizing social unity more than personal wealth (Barr and Gilg 2006) . The choice between acting in accordance with one's self-interest and acting in the interest of the collective has often been defined as a social dilemma, because pro-environmental behavior may require the individual to restrain egoistic tendencies for the benefit of others (Vining and Ebreo 1992; Stern et al. 1995 : Soyez 2012 . Schultz (2001) identifies three value orientations termed social-altruistic, self-enhancement, and biospheric, which are comparable to Merchant's (1992) three "ethics" of the homocentric, ecocentrism, and egocentric. Biospheric values are prominent in the thinking of many ecologists and environmentalists (Stern and Dietz 1994) . Biospheric value emerges from the concepts of anthropocentrism and ecocentrism, in which take phenomena on the basis of costs or benefits to ecosystems, and significantly determine pro-environmental behaviors (Schultz 2001) . To examine how sustainable values influence sustainable lifestyle practices, this study employs the notion of three types of values: altruistic, ecocentrism and anthropocentrism.
Altruistic
Altruistic value (or self-transcendence) consists of universalism and benevolence, which entail concerns for the welfare and interests of others (Davidov et al. 2008 ). People's behavior based on social-altruistic values comes with moral imperatives such as the Golden Rule (treating others as you would have them treat you) (Stern et al. 1993) . Stern et al. (1995) argue that environmentalists are prone to present with both altruistic and open to change values. People with altruistic values bring about benefits for humans as well as other species by becoming advocates for companies that practice sustainable practices (Schultz 2001) . Consumers with altruist values are in favor of undertaking environmental actions because environmentally conscious consumers hold values that emphasize unity more than personal wealth (Barr and Gilg 2006) . Greater evidence of sustainable lifestyle practices is revealed among altruistic as opposed to egoistic or competitive social value orientations (Van Vugt and Samuelson 1999).
Anthropocentrism
Anthropocentrism represents the belief that environmental protection is important because of nature's contribution to human welfare (Nordlund and Garvill 2002) . Values underlying anthropocentrism are human-centered (Nordlund and Garvill 2002) and can be found in societies where people share similar interests and commitment towards sustainable. They aim for a rationale for changing behavior towards more sustainable lifestyles motivated by an ethical position, rather than simply responding to superficial incentives (Seyfang 2006 ).
Ecocentrism
Ecocentrism is the belief that the ecosystem has an intrinsic value and that this alone is reason enough to protect it (Nordlund and Garvill 2002) . Given incremental environment issues, ecocentrism consumers are less concerned with material wealth and personal influence: they hold values that place nature in an equal position with humans and believe that nature has critical limits which must not be crossed by human development (Thogersen and Grunert-Beckmann 1997 
Business stewardship
Stewardship is defined as the responsible use of resources that takes into account the interests of society and future generations, as well as accepting significant accountability for the private citizen to society (Worrell and Appleby 2000) . The notion of stewardship argues that the corporate sphere has greater responsibility to the environment and the society than an individual consumer. In response to increasing interest from society, government, and consumers, corporate stewardship has undergone a modernization in regard to the ethical CSR aspects balanced among people, planet, and profit. This study adapts business stewardship focusing specifically on companies' eco-label/index system and the CSR drives.
Eco-label/index
Eco-label/index refers to a market technique for conveying information about environmental protection (Bruce and Laroiya 2006) . Eco-labels are based on multiple criteria covering a product's life cycle from the sourcing of the raw materials, production methods, and consumption to disposal (Joshi 2004) . However, consumers find eco-labels/ indices neither useful nor informative because eco-labels/indices are difficult to verify firms' claims and performances regarding the environment (Thogersen 2000) . Recently, several large companies and government agencies have announced or improved their green-or eco-labeling (Kim and Damhorst 1999) . With standardized eco-labels/indices, consumers are willing to pay a premium price for eco-labeled products (Moon et al. 2002) .
Corporate social responsibility (CSR) drives
CSR refers to a company's commitment to minimize any harmful effects and maximize their long-term beneficial impact on society ). Smith and Alcorn (1991) have found that socially conscious consumers are likely to switch brands to support companies that make donations, and those consumers purchase products for charitable causes. Kozar and Hiller Connell (2010) conducted a study and found that 27 % of participants had boycotted an apparel retailer in the past because of sweatshop abuses while 33 % indicated that a firm's treatment of workers influenced their purchasing behavior. Socially active consumers have a positive image of firms practicing cause marketing, and may change brands or retailers to support these companies Based on these hypotheses, the research framework is structured to explain how sustainable value and sustainable stewardship affect sustainable lifestyle practices (see Fig. 1 ).
Method
Instruments
A self-administered questionnaire was developed based on existing scales including sustainable values (Barr and Gilg 2006; Stern and Dietz 1994) and sustainable lifestyle practices (De Pelsmacker et al. 2005; Fraj and Martinez 2006; Gam 2011) . Since there were no specific measurements existing for business stewardship, items were modified based on the existing research of Zaichkowsky (1985) . Due to the multi-dimensional aspects and no unified definition of CSR drives (Margolis et al. 2007 ), this study intended to measure consumer awareness toward overall business green marketing and cause marketing since CSR drives encompass broader aspect of social and environmental responsibility (Raghubir et al. 2010) . Minor changes were made to accommodate the context. All items were measured using a Likert scale ranging from strongly disagree (1) to strongly agree (6). The expert group from four faculty members in the merchandising discipline reviewed the content validity of the questionnaire items according to research variables. To test the internal validity and construct reliability of variables, a pretest was conducted using a group of 22 students from a southwestern university. Minor adjustments were made based on student feedback to improve readability.
Data collection
According to Seckler (2005) and Crane (2007) , college students spend about $6 billion annually on clothing and footwear in the US, accounting for 10 % of their total purchases. Although consumers under 25 years make 53.9 percent less income compared to the average annual income of older consumers, college students spent a significant higher proportion of their income for apparel products and services than did the older consumers (Boston Consulting Group 2012; Bureau of Labor Statistics 2013). Furthermore, early study by Ward (1974) reported that consumer behavior in terms of skills, knowledge and attitudes learn from their parents and friends, which result significant influence on decision making of young consumers (Lachance et al. 2003; Garrison and Gutter 2010) . Similarly, Yan and Chang (2008) placed an importance of college students' consumer socialization because classes and student organization memberships could possibly change college students' views of the environment and knowledge of environmentally friendly actions. Besides, the younger generation has been shown to be receptive to the influence of business stewardship in their purchase decisions. They tend to switch from one brand to another, if the other brand is associated with a good cause (Cone Communications 2008). Our study specifically designed to explore sustainable lifestyle, values, and awareness of stewardship among college students. Data were collected from students who were at least 18 years of age and currently enrolled at a southwestern university. Students (N = 239) from a broad range of majors (e.g., business, merchandising, music, engineering, and visual arts) participated in the study during regularly scheduled classes. Participants were informed in writing that those completing the questionnaire would remain anonymous, that completion was voluntary, and that extra credit points would be given for their completion of the survey within each participating class.
Questionnaires were electronically distributed to students (n = 239) during regularly scheduled online and offline courses. The sample was comprised of females (73.6 %) and males (26.4 %) with a median age of 21 years. Over 40 % of respondents were Caucasian (42.9 %), over 30 % were junior level (34.2 %), and over 30 % were majoring in merchandising and hospitality (37.5 %). Mainly, respondents had part-time job positions (45.0 %) and had incomes of $1000-$4000 (84.5 %). One-third of the sample indicated shopping frequency at twice a month (27.9 %). For further analysis, the greater part of the sample (n = 177, 73.8 %) had the experience of purchasing items in at least one category that was considered to be environmentally friendly. In the category of products, food (n = 177, 73.8 %) was the most purchased category while furniture (n = 13, 5.4 %) was the least represented category among the purchases of respondents.
Data analysis
The multi-item scales were subjected to a series of exploratory factor analyses with varimax rotations to identify the underlying dimensions of sustainable lifestyle practices, sustainable value, and business stewardship. Cronbach's alpha was calculated to confirm the scale reliability and the average variance extracted (AVE) was calculated to check discriminant validity among constructs. The average variance extracted (AVE) ranged from .69 to .82, exceeding the recommended level of .50 (see Table 1 ). Discriminant validity among constructs was confirmed by comparing AVE and the squared correlations between the two constructs of interest. All AVEs for the constructs were greater than their squared correlations (Fornell and Larcker 1981 ) (see Table 1 ). To examine the hypothesized relationships, multiple regression analysis was conducted using the enter method. The Variance Inflation Factor (VIF) was calculated to determine the effect of multicollinearity. A common cutoff threshold is a tolerance value of .10, which corresponds to a VIF value of above 10 ( Hair et al. 1998; Neter et al. 1985) . All VIF values were below 1.001, which were within an acceptable range.
Results and discussion
Identification of underlying dimensions
A principal component factor analysis revealed the underlying dimensions of sustainable lifestyle practices as green purchase intention, recycling, clothing care, eco-citizenship, fair trade, and pro-environmental attitude. Sustainable values were identified with altruistic, anthropocentrism and ecocentrism. Business stewardship consisted of eco-labels/ indices and CSR drives. All factor items and factor loadings are summarized in Tables 2,  3 and 4.
Sustainable lifestyle practice Six factors were revealed with a 69.55 % total cumulative variance. Scale reliabilities were acceptable in that the scores ranged from .77 to .95. Six factors presented as green purchase intention, clothing care, recycling, eco-citizenship, fair trade, and pro-environmental attitude. The respondents regarded "recycling" (M = 4.38) as the most important factor, followed by "pro-environmental attitude (M = 4.28), "clothing care" (M = 4.25), "fair trade" (M = 4.11), "green purchase intention" (M = 3.41), and "eco-citizenship" (M = 2.50). Sustainable value The factor analysis for sustainable value distinguished three dimensions including altruistic, anthropocentric, and ecocentric. Three factors accounted for 71.66 % of the total variance. Cronbach's alphas were acceptable with ranges from .80 to .93, suggesting the internal consistency of items within each factor. The respondents regarded "altruistic" (M = 4.77) as a more important value followed by "anthropocentric" (M = 4.47) and "ecocentrism" (M = 4.37). Business stewardship The factor analysis for business stewardship revealed two dimensions classified as Eco-Labels/Indices and CSR Drive with 72.38 % of cumulative explained variance. Scale reliabilities for the two factors were acceptable with scores from .91 to .95. The respondents considered "CSR drive" (M = 3.52) as a more important dimension than "eco-labels/indices" (M = 3.37) for business stewardship tools.
Testing hypotheses
The hypothesized relationships of H1 through H12, in which sustainable practices were tested, aligned with the subsets of independent variables. All results from regression frameworks are summarized in Table 4 . To test Hypothesis 1, the three sustainable value dimensions were employed as independent variables, and green purchasing was employed as the dependent variable. The framework significantly explained green purchasing intention (F = 8.275, p < .001, R 2 = .097), and anthropocentrism (H1b) and ecocentrism (H1c) were significant, which partially supported H1. Hypothesis 2 showed a significant effect of sustainable values on recycling practice (F = 4.859, p < .01, R 2 = .060). Anthropocentrism (H2b) was accepted, which partially supported H2. Hypothesis 3, related to clothing care practice (F = 4.251, p < .01, R 2 = .053) was More recognizable packaging of fair trade products is needed .856
It is necessary for there to be an explanation of terms, logos and the meanings of fair trade
.846
More provision of labels and indices on the packaging of fair trade products is necessary .882
More fair trade advertising is needed .796
A guideline for ethical norms and codes for consumers should be created .708
significant, and only altruistic value (H3a) was accepted, which partially supported H3. The positive relationships proposed by Hypothesis 4 (F = 6.341, p < .001, R 2 = .076)
were accepted owing to the positive impacts of altruistic value (H4a) on eco-citizenship interest, which partially supported H4. Hypothesis 5 significantly explained fair trade (F = 10.411, p < .001, R 2 = .120) with a positive impact of altruistic value (H5a), anthropocentrism (H5b), and ecocentrism (H5c), which strongly supported H5. In the testing of Hypothesis 6, altruistic value (H6a), anthropocentrism (H6b), and ecocentrism (H6c) were positively related to pro-environmentalism (F = 22.099, p < .001, R 2 = .224), which strongly supported H6. Examining the relationship between three sustainable value dimensions and six sustainable lifestyle practices, impacts of three sustainable values on pro-environmentalism was revealed as highest explanation power, indicating 22 percentage of predictable power (R 2 = .224) (See Table 5 ).
In the testing of Hypothesis 7, eco-label/index (H7a) and CSR drive (H7b) on green purchase intention (F = 58.538, p < .001, R 2 = .0334) were supported. Hypothesis 8 was also accepted due to the positive influences of Eco-label/index (H8a) and CSR drive (H8b) on recycling (F = 10.156, p < .001, R 2 = .080). Thus H7 and 8 were fully supported.
Hypothesis 9 was accepted owing to the fact that CSR drive (H9b) positively affected clothing care (F = 8.798, p < .001, R 2 = .070), which partially supported H9. In the result of the testing of Hypothesis 10, eco-labels/indices (H10a), and CSR drive (H10b) was positively related to eco-citizenship (F = 13.537, p < .001, R 2 = .104). Hypothesis 11 (F = 27.549, p < .001, R 2 = .191) was accepted due to the positive impacts of eco-labels/ indices (H11a). Hypothesis 12 (F = 23.244, p < .001, R 2 = .166) was accepted because eco-labels/indices (H12a) and CSR drives (H12b) were significant. Thus, H10 and 12 were strongly supported while H11 was partially supported. Accordingly, business stewardship of eco-label/index and CSR drives indicated highest percentage of variance (R 2 = .191) to predict on fair trade lifestyle practice. In sum, all 12 hypotheses were fully or partially supported, which explain the roles of consumer value and business sustainability in developing consume sustainable lifestyle practices.
Conclusion
The study concludes that the sustainable VALS framework is pertinent to an examination of the impacts of sustainable value and business stewardship on sustainable lifestyle practices. Seen from a consumer centric perspective, altruistic, anthropocentrism and ecocentrism values are highly influential determinants on sustainable lifestyle practices. Business stewardship effort in response to the social and environmental movement can facilitate strategic actions to influence consumers' value and belief, as well as to encourage sustainable practices in their everyday lives. As aspects of business stewardship, ecolabels and CSR drives can facilitate consumers' sustainable lifestyle practices. First, the study empirically supports the claim that sustainable values encourage sustainable lifestyle practices. Altruistic values motivate consumers to help others and raise money for a cause by means of clothing care, eco-citizenship, fair trade and pro-environmentalism because consumers with altruistic values favorably undertake environmental actions . Consequently, altruistic values were highly engaged as eco-citizenship practices by limiting their consumption behavior but purchasing fair trade products. On the other hand, altruistic values' results on green purchase intention were shown insignificant, which could imply that green products were to help other but rather perceive as marketing tools. Furthermore, altruistic and ecocentrism values did not considered recycling as sustainable lifestyle. In other words, a result for recycling were similar to Koch and Domina's (1999) study that information of apparel recycling, accessibility for recycle options, and social norms for recycling could be relatively lacking. Thus, promoting jeans manufactured in an environmentally friendly way from recycled denim (Phau and Ong 2007) can be an effectual strategy which stimulates those consumer groups in favor of the concept of donating clothes for recycling and purchasing products for charity (Dickson 2000) . Moreover, anthropocentrism and the ecocentrism values play an important feature in influencing sustainable lifestyle practices. Consumers who think that human beings control the environment believe in anthropocentrism (Nordlund and Garvill 2002) . Thus, anthropocentrism values were shown to have most significant relationship on recycling and pro-environmentalism, indicating these group were highly opinionated on sustainable lifestyle. However, anthropocentrism and ecocentrism values were not shown relationship on clothing care and eco-citizenship. This result may be because they may have lack of information about clothing care or perceive clothing care as not sustainable lifestyle to environment. Thus, developing an ethical business framework can entice these particular consumers to exert an indirect influence by purchasing less harmful products to environments. Venturing out as the first ethically-driven sneaker brand from sourcing to the final product, Veja is one of few companies becoming successful as an ethical fashion brand (Poldner 2010) by inducing consumers to support protecting the environment as well as to fulfill high fashion sense and desire. Second, sustainable stewardship significantly affects sustainable lifestyle practices. Eco-labels/indices play a pivotal role in influencing sustainable lifestyle practices. However, clothing care practices were not influenced by eco-label and index. This result shows that eco-label and index do not communicate effectively on clothing care as sustainability, or too many different types of ethical claims about products, such as eco-labels, bio-labels, and social labels (De Pelsmacker et al. 2005) , may have caused confusion on the part of consumers and low market penetration (OECD 1997) . Similarly, previous studies (Thogersen 2000) have discovered that many companies provide unclear information regarding businesses' ethical or environmental strategies. Recently, H&M, Gap, and Marks & Spencer have launched a universally-recognized garment labeling scheme, showing the environmental impact of individual garments (DiCamillo 2009). With increasing popularity of eco-labels, it is important to bring both companies and consumers with benefits. From the company's perspective, the labels are expected to address their sustainable practices, and protect it from public regulation while the labeling reduce uncertainty about the environmental performance of products and enable consumers to choose products that cause less damage to the environment and/or help it gain competitive advantages from the consumer's perspective.
The results of this study confirm that the CSR drives significantly increase sustainable lifestyle practices. They suggest that the current CSR drives are influential in producing incremental sustainable value for consumers. If corporations make more efforts in promoting their inimitable CSR drives, it will result in a profit-driven business framework with more purchasing and consumption of their green products. Through these CSR efforts, consumers are induced to endorse more products that seek to conserve our planet or society. Socially conscious consumers are willing to switch brands to support companies and to purchase products because the manufacturer supports charitable causes (Smith and Alcorn 1991) . As businesses practice 'cause marketing' and social contribution, socially responsible consumers build a positive image which may result in purchasing decision process. Socially conscious clothing brands such as So-Me and EDUN help raise awareness for the causes of solidarity and pacifism through fashion products (Poldner 2010) . CSR campaigns such as Pink and the Red Hat Society certainly appeal to consumers who are concerned about the benefits for a human group or others' welfare.
With the empirical support for 12 hypotheses, this study provides a comprehensive platform for further analysis of the sustainable VALS approach. However, given the study's exploratory nature, there are inherent limitations to generalizing these findings. First, the convenience sampling from students limits the generalization of the research. Although our study was designated to explore college students (median age of 21), future study can explore broader age group by conducting random sampling. Thus, the application of the results from this study can apply to deeper and broader consumer markets, which can help build stronger foundation to understand consumers' sustainable lifestyle practices. Second, the operational constraint surrounding the idea of stewardship creates simplification in integrating the concept of business stewardship into sustainable lifestyle practices. Although this study divided into eco-label/index and CSR drives, both practices had many different definition, and aspects of CSR drives encompasses more than social and environmental responsibility. In this regard, future research can explore different aspects of CSR drives to see dynamic effect on sustainable lifestyle practices. Moreover, future research on sustainable stewardship must develop a sustainable stewardship framework to be applied in sustainable studies. Lastly, instruments from sustainable and other areas of study are restricted in capturing sustainable lifestyle practices focused on the clothing and textile industry. Future research must conceptualize instruments which are specifically related to clothing and textiles to provide further applications and strategies in the clothing and textile industry.
